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Abstract—In order to enhance customer experience and
manage customer knowledge in social media environment, this
paper establishes the mechanism of customer experience impact.
After reviewing the literature related to customer experience, we
found that customer knowledge and customer engagement
innovation are important factors influencing the customer
experience, and creatively took into account the influencing
factors of the social media environment. We concluded that
customer knowledge and virtual customer environment can
influence users to participate in innovation, and customer
knowledge can influence customer experience through customer
participation in innovation. This article can provide new ideas
for how to manage customer knowledge and enhance user
experience, which can increase user stickiness and improve
business performance.
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I.  INTRODUCTION

Social media networks such as social media and virtual
communities developed on the Internet have led to the
enrichment of interactive platforms, creating many interactive
opportunities between customers and enterprises, enabling
customers to have more ways to express their true feelings.
With the development of the social media network, customers
began to participate in the company's products, services and
other innovations. At the same time, enterprise innovation has
gradually changed from self-innovation to openness, and
enterprises have paid more attention to the management of
customer knowledge. Companies use social media to create
good interactive conditions to enhance the customer experience
and gain a sustainable competitive advantage. Some companies
are also working hard to enhance the customer experience in
the process of customer participation in innovation. For
example, the XiaoMi community includes not only enable
customer participate in product innovation but also pursue
customer experience. Starbucks Coffee's “My Starbucks Ideas”
aim to attract customers to design coffee so as to enhance the
customer experience.

In the process of product development, customers use their
own relevant knowledge to participate in the product designing,
product testing and product improvement [1]. However, does
the customer have more knowledge in the participation

innovation and will have a better product experience? In the
marketing activities, enterprise knowledge management
focuses on customer knowledge, that is, customer knowledge
about products or services. Most of researchers focus on how
to make customer information and knowledge “flow into”
enterprises more effectively. However, there is not much
attention to how to make knowledge “out of” the enterprise
more effectively.

Influence mechanism of customer knowledge, customer
participation innovation and customer experience in the social
media environment is worth considering. Whether the company
should deliver more relevant knowledge to customers, so as to
achieve high experience value in the process of customer
participation in product innovation. In addition, considering in
the social media environment whether exist new factors
influence the overall process is also the important content of
this article.

Il. LITERATURE REVIEW

A. Customer Knowledge

The customer knowledge shows the high-quality resources
in the customer group and becomes an important part of the
enterprise  knowledge [2]. However, because customer
knowledge contains a wide range of content, there is no
uniform definition in the academic community. Currently the
most widely used is the definition of Bueren and Schierholz ,
which divide into three categories [3], knowledge of customers
need, knowledge about customers and knowledge from
customers. Knowledge of customers need refers to information
about the company's products, services and market conditions,
knowledge about customers refers to the basic information
such as demographic information and historical purchase
information, knowledge from customers refers to the
customer's product or service information describing the
company or competitor, including customer thoughts,
suggestions, feedback, complaints, expectations, etc.

Heather A. Smith further analyzed the dimensions of
customer knowledge, and believed that the dimension of
customer knowledge also include knowledge of co-creation [4].
Some other scholars divide customer knowledge into product
or technical aspects, customer knowledge at the system level
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and customer knowledge at the strategic level. In short, more
and more companies are aware of the importance of customer
knowledge, starting paying attention to the value created by
customers. The customer knowledge mentioned in this article
refers to the knowledge required during the interaction between

the customer and the enterprise, including information about
the product, the market and the supplier.

B. Customer Participation in Innovation

As enterprises become more competitive, companies are
gradually thinking about how to obtain more innovative ideas.
Customer participation in innovation is a new measure of
corporate innovation strategy. Enterprises and customers
cooperate to develop new products or services by using the
knowledge, experiences and skills of customers to interact with
the resources provided by the company [5]. Customer
engagement is also a form of value creation in which customers
participate in activities or processes, which usually dominated
by the business, and the customer becomes a cooperative
producer. For the enterprise, customer participation in
innovation enable them understand customer demand
preferences and develop customer-oriented design, which has
implications for the development of new products [6]. For the
customer, they participate in the process of product
development and can gain the reward of enjoyment or
utilitarianism [7]. For the phase of customers participate in
innovation activities, scholars have different opinions.
Marianne and Laurence divide the innovation process into four
phases, include requirements identification, requirements
interpretation, innovative product development and product
validation [8]. Some scholars believed customers participate in
the innovation process divided into three stages, the creation
stage, the manufacturing stage and the commercialization and
marketing stage. This article focuses on the creation stage and
the stage of testing the new product.

C. Customer Experience

Pursuing a good customer experience is one of the goals of
the companies. Joseph, the founders and advocates of the
experience economy, defined customer experience as the
individuals participate the event in a personalized way [9].
Another experiential marketing advocate, Skett believes that
the customer experience is a collection of sensory stimuli,
information and emotions between the company and the
customer. Some researchers find that customer experience is an
interactive process of behavior between consumers and

companies to meet the needs of consumers' intrinsic experience.

Rose showed that it is necessary to provide the right
customer experience by successful empirical research on online
brands [10]. In the context of social media, this paper argues
that customer experience is the psychological state that
customers use their knowledge to experience the entire
innovation process through social media including virtual
communities. This article will cite the concepts of domestic
scholars Li and Fan to divide the customer experience into
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functional experience, emotional experience and social
experience. Functional experience refers to the subjective
recognition that the functional characteristics of a product or
service need to satisfy the customer; the emotional experience
is the process of participating in the innovation process
between the customer and the enterprise or the customer and
the customer; the social experience is the social demand that
the customer obtains by participating in the innovation.
Satisfaction.

D. Virtual Customer Environment

Customer participation innovation is mainly carried out
through corporate websites or virtual communities. Nambisan
defined Virtual Customer Environment (VCE) as the functions
of customer and enterprise interaction for product development
on the corporate website, he believes that customers create
knowledge through VCE, and knowledge creation succeeds
and otherwise depends on VVCE system interaction ability [11].
Scholars' design guidelines for VCE are based on Flow Theory
and Social Exchange Theory. Flow theory from a
psychological point of view, when users participate in
innovation through VCE, they are interested in fully investing
in filtering out irrelevant perceptions. Social exchange theory
refers to the principle that when a party (customer or enterprise)
has a tendency to interact with the other party, it can benefit
from the virtual interaction and is willing to abide by the
principle of reciprocity. At this time, the enterprise customer
forms an interactive group, virtual interaction started.

I11. HYPOTHESES AND THEORETICAL MODEL

A. Customer knowledge and customer participation in
innovation

Creative customer engagement provides new opportunities
for companies to get new ideas about products in social media
or virtual communities. Existing research indicates that self-
efficacy, unique product needs, unique experience needs, and
creative incentives all drive customers' willingness to engage in
creative products and services. Scholars explored the impact of
customer knowledge in the service industry on customer
participation in innovation. Campel’s study showed that in the
process of customer participation, customers will feel certain
risks to the service results affected by their own participation
behavior, and these risks will reduce customer curiosity and
exploratory behavior, thus reducing customers' willingness to
participate [12]. Customer knowledge is considered a decisive
factor in perceived risk and can reduce the extent of perceived
risk [13]. The more knowledge they have, the more they think
they can anticipate the outcome, reduce the perceived risk of
the customer and stimulate the customer's exploratory
behaviors such as new product innovation and manufacturing.
Based on thus, | propose the first hypothesis:

H1: Customer knowledge has a positive impact on
customer participation in innovation.
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B. Virtual customer participation platform and customer
participation in innovation

As the new information technology, VCE fundamentally
changes the way customers participate in product development,
making it possible for customers to participate in product
development in a comprehensive manner. Other scholars'
research also shows that VCE can provide customers with full-
featured online services, which facilitates product innovation
and value creation for different types of customers at all stages
of product development. For example, in the creative and
design stage of innovation, the interaction and immediacy of
the new media network enables customers to exchange
development information in the experience of participating in
innovation and testing new product stages [14]. The
characteristics of virtual customer participation platform can
enable customers to participate online product testing. It can
reduce product development costs, speed up product
development, increase product development and market
efficiency, and ultimately lead to product development success.

Thus, | propose the first hypothesis:

H2: VCE design features have a positive impact on
customer engagement innovation.

C. Customer participation in innovation and customer
experience

Customer participation in the innovation process is the
premise of the customer experience. The various stages of
enterprise innovation drive customer experience by guiding
customer participation. The customer experience is unique to
any customer, and participating in innovation allows the
customer to take more initiative and bring about an
improvement in all aspects of the experience. For example,
when a customer participates in a creative design of a new
product, the customer will actively participate in the collection
of the creative activity, and it is more important to see other
people's ideas can be exchanged to generate a social experience
and emotional experience. When the customer participates in
the new product test, customers can experience product
features and services to create a functional experience. In
addition to paying attention to the functional benefits of
products or services, customers' participation in innovation also
pays more attention to the specific experiences that are
acquired in the process of innovation and meet their
psychological needs and emotional preferences. Customers can
participate in the innovation process to experience the good
quality and functionality of new products or services, as well as
to experience the psychological or emotional satisfaction of
participating in innovative activities.

Based on this, | propose the third hypothesis:

H3: Customer involvement in innovation has a positive
impact on the customer experience.

H3a: Customer engagement innovation has a positive
impact on customer functional experience.

H3b: Customer involvement in innovation has a positive
impact on the customer's social experience.
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H3c: Customer involvement in innovation has a positive
impact on the customer's emotional experience.

D. Customer participation in innovation plays a mediating
role in the relationship between customer knowledge and
customer experience.

Faced with the challenges of the knowledge economy, the
management of customer knowledge has become a key
resource for marketing innovation and thus to enhance the core
competitiveness of enterprises. Today, when the Internet, social
media and virtual communities are booming, companies create
an environment for customers to encourage them to participate
in new product innovations. High-skilled customers will
actively participate in creative design and development by
using their knowledge because of perceived risk reduction. The
active participation of customers enables them to obtain
psychological needs or emotional preferences to satisfy the
customer's functional, social and emotional experience.

Based on this, | propose the fourth hypothesis:

H4: Customer engagement innovation plays a mediating
role in customer knowledge and customer experience.

The research model tested in this study is shown in
Figure 1.

Customer
Customer Experience
Knowledge
Customer Functional
Pamcllpatmn experience
in >
Innovation
Social
Virtual experience
Customer
Environment ;

Emotional
experience

Fig. 1 Theoretical model

IVV. CONCLUSION AND LIMITATION

In the context of the new media environment, this paper
explores the relationship between customer knowledge,
customer participation in innovation and customer experience.
The increase in customer knowledge can reduce the perceived
risk of customers, so customers are more willing to participate
in the process of new product development. The development
of the virtual participation platform has enabled customers to
change the way they participate in the product. With the
interaction and immediacy of the social network, customers
can participate in the development and testing of products on
the network, which enables the company to produce customers
with lower cost at a lower cost. Products, customers are also
more willing to participate in the process of product innovation.
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So customer knowledge and virtual customer engagement
platforms can make customers more willing to participate in
innovation. In addition to paying attention to the functional
benefits of products or services, customer participation in
innovation also pays more attention to the specific experiences
that are acquired in the process of innovation and meet their
psychological needs and emotional preferences. Therefore,
customers can participate in the innovation process to
experience the good quality and function of new products or
services, as well as to experience the psychological or
emotional satisfaction of participating in innovative activities.
From the dynamic perspective, the experience in the customer
innovation process can better reflect the real feelings of
customers, and positive customer innovation activities have a
positive impact on the customer experience.

The implications of this research for business management
and practice include:

(1) Enterprises should pay attention to the importance of
customer knowledge, focus on cultivating customer knowledge,
and thus reduce the uncertainty of customer participation,
making customers more willing to participate in the process of
product innovation. (2) With the development of emerging
technologies, companies should pay attention to the importance
of these social media, and use social media software to allow
customers to have new channels of communication with
enterprises. (3) Enterprises need to pay attention to the impact
of customer innovation on customer experience in the process
of customer innovation. This helps the company design the
customer management system, input continuous and dynamic
resources, and continuously promote customer experience.

This paper only builds a theoretical framework of the
relationship  between customer knowledge, customer
participation innovation and customer experience based on the
existing literature, and does not conduct empirical research. In
the future, it can be further explored through interviews,
questionnaires and other empirical research methods. At the
same time, future research should further explore the impact of
customer experience on corporate innovation performance and
the corresponding mechanism.
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